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的总体评价介于中立到怀疑之间，可信度得分为 2.39 分。② 娱乐频道、体育频
道为可信度最高的频道，可信度得分分别为 3.04 分、2.71 分，房产频道、财经
频道、新闻频道为可信度最低的三个频道，可信度得分分别为 1.82 分、2.10 分、
2.22 分。③ 受众对新浪网的媒体可信度进行评价时，最关注的是新闻资讯的内
容真实性以及内容准确性，占比达到 93.4%和 84.3%。④ 通过内容分析，发现受

































Through the method of content analysis, This study analysis 3000 comments 
from news, sports, finance, entertainment channel, science channel, real estate 
channel under sina.com.cn, in order to research deeply the portals credibility of the 
media which is one of the Internet media segments. the main conclusions are as 
follows: ① The audience overall evaluation on sina.com.cn media credibility 
between neutral to doubt the credibility, a score of 2.39 points. ② The entertainment 
channel, sports channel as the credibility of the highest channel, reliability scores 
were 3.04 points, 2.71 points, real estate channel, financial channel, news channel 
three channel the lowest credibility, credibility scores were 1.82 points, 2.10 points, 
2.22 points. ③ Evaluation of the audience on sina.com.cn media credibility, the most 
concern is the news content the authenticity and accuracy, the proportion reached 93.4% 
and 84.3%. ④ Through the content analysis, found the confidence score distribution 
audience sample mainly focus on 2 points and 1 points. 
 


























1 绪论 ............................................................ 1 
1.1 企业营销重心向互联网媒体倾斜................................ 1 
1.2 企业营销向互联网媒体转型的顾虑.............................. 4 
1.2.1 互联网广告可信度偏低，其媒体形象存争议................ 4 
1.2.2 互联网媒体可信度直接影响其广告可信度.................. 4 
1.2.3 关于互联网媒体可信度的重新思考........................ 5 
2 文献回顾 ........................................................ 6 
2.1 媒介可信度研究主题.......................................... 6 
2.2 媒体可信度研究方法.......................................... 9 
2.3 以往研究局限............................................... 12 
2.3.1 研究方法的局限....................................... 12 
2.3.2 互联网媒体可信度需要更深入细致的研究................. 13 
2.5 研究问题................................................... 13 
3 研究方法 ....................................................... 14 
3.1 研究对象与样本............................................. 14 
3.1.1 门户网站............................................. 14 
3.1.2 板块选取............................................. 14 
3.1.3 选取评论的标准....................................... 14 
3.1.4 评论样本的选取....................................... 15 
3.2 编码....................................................... 16 
3.2.1 编码项目............................................. 16 
3.2.2 编码过程............................................. 17 
3.2.3 统计分析............................................. 17 
4 研究结果与分析 ................................................. 20 
4.1 新闻频道................................................... 20 















4.3 财经频道................................................... 24 
4.4 娱乐频道................................................... 27 
4.5 科技频道................................................... 29 
4.6 房产频道................................................... 31 
4.7 结果总结................................................... 33 
5 综合讨论 ....................................................... 34 
5.1 新浪网媒体可信度总体偏低原因探析........................... 34 
5.1.1 匿名评论削弱了沉默的螺旋............................. 35 
5.1.2 受众获取资讯渠道得以扩展............................. 35 
5.1.3 新浪网在监管压力下的妥协............................. 35 
5.2 新浪网各频道可信度差异原因探析............................. 35 
5.2.1 宏观舆论环境对媒体可信度的影响....................... 35 
5.2.2 受众个人情感对媒体可信度的影响....................... 37 
5.3 对新浪网的建议............................................. 38 
5.4 对广告主的建议............................................. 39 
6 研究局限 ....................................................... 40 
参考文献 ......................................................... 41 





















Table of Contents 
 
V 
Table of Contents 
1 Bcakgroud .................................................................................................................. 1 
1.1 Internet media affects marketing ................................................................. 1 
1.2 Apprehension of Internet Media ................................................................... 4 
1.2.1 Low level of media reliability ............................................................. 4 
1.2.2 Effects of Internet media on advertisers ........................................... 4 
1.2.3 Rethink of the reliability of Internet Media ..................................... 5 
2 Researches Review .................................................................................................... 6 
2.1 Themes on media reliability .......................................................................... 6 
2.2 Methods on media reliability ........................................................................ 9 
2.3 Limits of former researches ........................................................................ 12 
2.3.1 limits on methods .............................................................................. 12 
2.3.2 limits on area ..................................................................................... 13 
2.5 Project ........................................................................................................... 13 
3 Method ..................................................................................................................... 14 
3.1 Samples ......................................................................................................... 14 
3.1.1 Portal website .................................................................................... 14 
3.1.2 Channels............................................................................................. 14 
3.1.3 Selection standard ............................................................................. 14 
3.1.4 Comments .......................................................................................... 15 
3.2 Encode ........................................................................................................... 16 
3.2.1 Encode table ...................................................................................... 16 
3.2.2 Encode process .................................................................................. 17 
3.2.3 Statistics ............................................................................................. 17 
4 Results and Analysis ............................................................................................... 20 
4.1 News channel ................................................................................................ 20 















4.3 Financial channel ......................................................................................... 24 
4.4 Entertainment channel ................................................................................ 27 
4.5 Technical channel ......................................................................................... 29 
4.6 Real-estate channle ...................................................................................... 31 
4.7 Overview ....................................................................................................... 33 
5 Discussions ............................................................................................................... 34 
5.1 Explanation of low reliability ...................................................................... 34 
5.1.1 Anonymous effects ............................................................................ 35 
5.1.2 Information channel effects ............................................................. 35 
5.1.3 Supervision effects ............................................................................ 35 
5.2 Explanation of difference on reliability ..................................................... 35 
5.2.1 Historical effects ................................................................................ 35 
5.2.2 Personal emotion effects ................................................................... 37 
5.3 Suggestions to sina ....................................................................................... 38 
5.4 suggestions to advertisers ............................................................................ 39 
6 Research limitation ................................................................................................. 40 
Reference .................................................................................................................... 41 





























                                                     
①
 根据传统媒体市场规模数据依据中国广告协会、《中国传媒产业发展报告》数据统计。 
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图 2  央视广告成本与 CPI 增幅变化统计 
以电视为例，图 2 显示了过去 5 年央视黄金资源广告招标总额的变化情况，
由于每年央视的广告时长并未显著增长，因此招标总额的变化亦反映出央视广告
成本的变化。从图中可以看出，央视广告成本的变化趋势虽与 CPI 变化情况大致














2008 2009 2010 2011 2012
央视招标额增幅 17.7% 15.8% 18.5% 14.9% 12.7%







































































2011 年，CNNIC 调查显示，37.8% 的网民目前对网络广告“最不满意”；22.7% 
的网民选择不愿意以网络广告作为自己选购物品或服务，而该比例在电视媒体上













































































信度（message/content credibility）、渠道/媒介可信度（channel/media credibility）。 
区分来源可信度、信息可信度以及渠道可信度是有必要的，否则“媒介可信
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